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Chapter 1: Essential Marketing Tools 
This first chapter covers a list of tools which are essential for marketing almost all libraries. 
Later chapters deal with more specialist issues and areas, and expand upon some of the 
themes covered here, but the idea of this section of the book is to cover the fundamental 
tools and techniques that every library needs in its marketing toolkit.  
Case study ĐŽŶƚƌŝďƵƚŝŽŶƐĂƌĞŽĨĂƉĂƌƚŝĐƵůĂƌůǇ ‘ŚŽǁ-ƚŽ ?ďĞŶƚŝŶƚŚŝƐĐŚĂƉƚĞƌ ?ĂǀŝĚ>ĞĞ<ŝŶŐ
gives seven top tips for the library website, Aaron Tay details the importance of a library 
presence on mobile devices, and Rebecca Jones gives advice on getting feedback from users.  
The Library website 
Despite the emergence of web 2.0 applications and social media activities (which we shall 
ŐĞƚŽŶƚŽůĂƚĞƌ ?ƚŚĞůŝďƌĂƌǇ ?ƐŵĂŝŶǁĞďƐŝƚĞŝƐƐƚŝůůĂŶĂďƐŽůƵƚĞůǇĞƐƐĞŶƚŝĂůŵĂƌŬĞting tool for 
several reasons. Most obviously, library website use is up exponentially for most libraries in 
the last few years. Patrons and potential patrons will be Googling your library, so what they 
find online will make a huge difference as to whether they then visit your premises in 
person. dŚĞƌĞŝƐŝŶĨŽƌŵĂƚŝŽŶ^ĞĂƌĐŚŶŐŝŶĞKƉƚŝŵŝƐĂƚŝŽŶŝŶŚĂƉƚĞƌ ? ‘DĂƌŬĞƚŝŶŐŽŶĂ
ďƵĚŐĞƚ ?/ĨŽŶůǇ ? ? ? ? ? 
WŚǇƐŝĐĂůĨŽŽƚĨĂůůŝƐƐŝŵƉůǇŶŽůŽŶŐĞƌĨŝƚĨŽƌƉƵƌƉŽƐĞĂƐĂŵĞĂƐƵƌĞŽĨĂůŝďƌĂƌǇ ?ƐƐƵĐĐĞƐƐ ?
because so much can be done online  W every book renewal or reservation made using the 
internet is a visit to the library building saved. Often the media  W and perhaps those holding 
the purse-strings for libraries  W will take a reduction in footfall as proof that a library is no 
lŽŶŐĞƌďĞŝŶŐƵƐĞĚĂƐŵƵĐŚ ?ŵĂŬŝŶŐŝƚĂƐŽĨƚƚĂƌŐĞƚĨŽƌĐƵƚƐ ?/ƚ ?ƐǀŝƚĂůƚŚĂƚŝŶŵĂƌŬĞƚŝŶŐ
libraries, to both internal and external stakeholders, that we emphasise the compound 
number of visits  W physical and online combined. The Chartered Institute of Public Finance 
and Accountancy conducted their own survey (CIPFA, 2010) about library use in the UK 
during the preceding five years. Physical attendance was found to be down by around 4%; 
online activity was up by a massive 49% across the country in the last year alone. As 
discussed above, this would more than account for the drop in foot-fall  W in fact, one could 
interpret the statistics as representing an overall increase in the use of libraries. The 
compound figure of physical visits and library website visits is up from 404 million 2007/08 
to 438 million in 2008/09  W an increase of 34 million. So in other words: people are using the 
library websites more and more, and to waste that marketing opportunity would be a real 
shame.  
Online, everything happens very quickly. People will scan the main sections of a page rather 
than read in depth, and make a decision within three seconds as to whether they want to 
stay on that page or move on. If they do decide to stay, they pay most attention to the 
content in the top part of the screen  W this must contain some really arresting words or 
images that tempt them to investigate further, therefore. A huge, static logo is not desirable 
here, and nor is lots of complicated text about the library  W ƚŚĂƚ ?ƐĞĨĨĞĐƚŝǀĞůǇĚĞĂĚƐƉĂĐĞĂŶĚ
ƐŽŶŽƚŵĂǆŝŵŝƐŝŶŐǇŽƵƌǀŝƐŝƚŽƌƐ ?ĂƚƚĞŶƚŝŽŶ ?/ŶĂĐƚƵĂůĨĂĐƚ ?ŬĞĞƉŝŶŐƚŚŝŶŐƐƐŝŵƉůĞĂŶĚƐƚƌŝŬŝŶŐ
in this part of the site can serve as an example to the rest of it, too  W as Alison Circle 
(featured in the  ‘Strategic Marketing ? chapter) says:  ‘/ŶƚŽĚĂǇ ?ƐǁŽƌůĚƉĞŽƉůĞĐĂŶŽŶůǇ
ĂďƐŽƌďƐŝŵƉůĞ ?ĐůĞĂƌŵĞƐƐĂŐĞƐ ?ŽŶ ?ƚƚĞůůƚŚĞŵĞǀĞƌǇƚŚŝŶŐ ?dŚĞǇĚŽŶ ?ƚĐĂƌĞ ? ?  
The first case study is simple and to the point: David Lee King, Digital Branch Manager for 
Topeka & Shawnee County Public Library, describes the seven essential elements for a great 
library website. David is a leading figure in libraries online, he has published his own book 
about web-design, Designing the Digital Experience  ?<ŝŶŐ ? ? ? ? ? ? ?ĂŶĚŚŝƐůŝďƌĂƌǇ ?ƐǁĞďƐŝƚĞŝƐ
a fantastic example of how it should be done: have a look for yourself at www.tscpl.org.   
Case Study 1: The Seven Essential Elements to an Awesome Library Website | David Lee King 
When I started creating this list, I figured I would list out things like  ‘Library catalog ? 
or  ‘locations and hours. ? And I did, in fact, list out the catalog first. Then it dawned on 
me: the catalog itself isn't an essential part - the catalog leads to the essential stuff a 
ůŝďƌĂƌǇŚĂƐ ?ƚŚĞĂĐƚƵĂůƌĞƐŽƵƌĐĞƐ ? 
 
With that type of thinking in mind, here are the essential elements to a library 
website: 
 
1. Customers want something to read, watch, and listen to when they visit the 
library. Obviously libraries need a library catalog. But that doesn't satisfy the 
immediate need of our customers, does it? They came to read. So why not meet that 
need? Create a new books blog with book reviews, or even news of the library (if it's 
interesting). Our customers are in to media in many formats, so why not meet that 
need too? Create a podcast, and make some fun how-to videos that can be viewed 
at the website. Why not have a storytime or two for the kids, while you're at it? 
 
2. Customers have questions, and come to the library for answers. We can provide 
that too, through comments on blog posts, an  ‘ask a librarian ? email/IM/Text 
messaging service, and even by providing a phone number on the website. 
 
3. Customers need to know the normal stuff, too. So provide basic information like 
how to get a library card, hours, locations, and a map of the building. 
 
4. Websites need actual staff! A website meeting the needs listed above, needs 
actual staff to do the actual work. It's a library, after all. Someone has to answer 
questions and write blog posts. You need facilities staff too - someone has to build 
new tools and services and pages. 
 
5. Libraries need goals, and websites are no different. Preferably, website and social 
media goals are weaved throughout the library's strategic plan. You need to set 
some goals for usage, growth, and engagement, and then try to measure and meet 
those goals. 
 
6. An awesome library website reaches beyond its webbish boundaries. A library 
does this by establishing outposts on social media sites. For example, a library can 
create a Facebook page, and also add a Facebook  ‘Like ? button to its website blog 
posts. 
 
 ? ?ŶĂǁĞƐŽŵĞůŝďƌĂƌǇǁĞďƐŝƚĞŶĞĞĚƐƚŽƌĞĂĐŚŝŶƚŽƉĞŽƉůĞƐ ?ƉŽĐŬĞƚƐĂŶĚƉƵƌƐĞƐ ?ǀŝĂ
a mobile website. If your customers really value your library and its services, they 
will put you on their speed dial, add you to their Facebook friends list, and ReTweet 
the events you're holding next week. Create a mobile-friendly website, and your 
customers can do these things while at home, while standing in a long grocery store 
line, or during a quick break at work. 
                                                                                   *** 
Mobile Website 
Closely related to the library website is the mobile site, as David indicates in his seventh 
point, above. This is a bull whose horns we really need to grasp sooner rather than later as 
an industry  W our patrons will increasingly expect library websites and catalogues which they 
can access from their phones, tablets, and other mobile devices. If there is one over-riding 
principle to mobile library websites, it is that responsive design is a must. Responsive design 
in this context means that when a patron accesses your regular library website or catalogue 
from their mobile device, it will appear in its mobile-ƌĞĂĚǇĨŽƌŵďĞĐĂƵƐĞŝƚ ‘ŬŶŽǁƐ ?ŝƚŝƐďĞŝŶŐ
accessed via mobile. This is as opposed to a: the regular desktop site appearing on the 
mobile device, or b: patrons having to use a separate URL to access a mobile version.  
An additional option is mobile applications, known as apps, which are extremely popular. 
People use apps for everything from reading newspapers, to watching videos, to planning 
their schedules. Users download an app and install it on their phone, as opposed to 
accessing a version of a normal website which is tailored for mobile use. If a library is to 
develop an app, it needs to be more than just the mobile site with a few bells and whistles  W 
it needs purpose, function and utility. Jumping onto the app band-wagon is only worth it if 
the technology is fulfilling an existing need, rather than creating its own, self-fulfilling 
need...  
dŚĞhŶŝǀĞƌƐŝƚǇŽĨ^ŝŶŐĂƉŽƌĞ ?ƐĂƌŽŶdĂǇƉƌŽǀŝĚĞƐĂŶĞǆƉĞƌƚ ?ƐǀŝĞǁŽŶǁeb 2.0 in the 
 ‘DĂƌŬĞƚŝŶŐǁŝƚŚnew technologies ? chapter later on, but for this part of the book I asked him 
to describe the fundamentals of making a great mobile-ready library website. You can also 
ƌĞĂĚĂƌŽŶ ?ƐĐŽŵƉĂƌŝƐŽŶŽĨ ? ?ŵŽďŝůĞǁĞďƐŝƚĞƐŽŶůŝŶĞ ? ?dĂǇ ? ? ? ? ? ? ? 
Case Study 2: Mobile options for library websites | Aaron Tay 
Engaging with users using mobile technology is a broad topic, including use of SMS 
reference, QR codes, mobile databases, tablet use etc. But the basis of every mobile 
strategy for libraries would still be the mobile library website (including the mobile 
library catalogue). There are two aspects to this: firstly deciding what services to 
offer, secondly making them usable. 
Most library mobile sites are surprisingly similar, offering a mobile library catalogue, 
opening hours, location maps, news, links to social media accounts etc. However 
while such services are expected, usage doesn't seem to be high - at least compared 
to desktop use. 
The experience of University of Amsterdam is typical: they found that the  ‘killer app ? 
was in fact the ability to view the number of workstations / PCs available and not 
traditional web services like the library catalogue (Koster, 2010). Boopsie, which is 
popular with libraries for creating both mobile websites and native apps, announced 
that non catalogue services were more popular than the catalogue (PRWeb, 2010). 
Given such results for the basic mobile site, I would suggest libraries look for low 
cost options. Together with Tiffini Travis, I wrote about low-cost options used by 
libraries to create mobile sites including Wordpress and LibGuides (Tay & Travis, 
2011). Other popular options include LibraryAnywhere and Boopsie which provide 
the ability to create native apps for a variety of smartphones as well as the ability to 
 ‘mobilize ? the catalogue, which is useful if the library catalogue you are using doesn't 
already offer a mobile option. 
 
We also offer a couple of mobile heuristics to test with when creating your mobile 
site. One which is really obvious is that users should be auto-redirected to the 
mobile version when they visit the library site using a mobile device [i.e. responsive 
design] though we have found that this doesn't always happen. 
 
For academic libraries, there is an option to work with the University and to include 
library functions into a unified university mobile site (either mobile web or native 
app). There has being quite a lot of debate over whether to offer only a mobile web 
version or to offer native apps, the pros and cons of both are pretty well known but 
one advantage of a mobile web version is that it can be easily included in an overall 
university mobile offering whether the University offers a overall mobile web or 
native app. For example at the National University of Singapore, we have a mobile 
app of our courseware that is pretty popular as it includes the ability to watch 
webcasts of lectures, download lecture documents, sync course timetables with the 
phone's calendar and so on. We have also benefited by including our mobile 
catalogue (mobile web version) into the app which is paying dividends as this has 
become our top referrer [the link by which most users arrive at the catalogue].  
 
The other major area in mobile for academic libraries is the handling of mobile 
databases. At this stage is really unclear if users really want to access journal articles 
and ebooks on mobile phones, surveys having been mixed; some have users saying 
they seldom do so, but indicate they might be interested if mobile sites are offered. 
Libraries generally rely on the vendors to provide mobile options for databases and 
increasingly they have began doing so, including mobile versions for EBSCOhost, 
JSTOR, Cambridge Journal online, Web of Science, Scopus etc. Most currently offer 
mobile web versions but some, like EBSCO and Elsevier, offer native apps. 
Authentication methods for native apps are currently non-standardised, so it might 
be a good idea for libraries to maintain a guide or page on such resources. 
 
*** 
Word of Mouth 
The power and importance of word-of-mouth marketing (or WOMM) are beyond dispute. 
WOMM is simply one or more people telling others about a product, service, institution or 
brand. In effect, it is the process of letting others market on your behalf, in this case by 
telling their friends and acquaintances about how good your library is. A certain amount of 
WOMM will happen without any intervention from the library: people talk to each other 
about good and bad experiences all the time. The aim here is to harness this as a marketing 
tool, and exert some kind of influence on the content of the messages going out, how 
ƚŚĞǇ ?ƌĞĚŝƐƐĞŵŝŶĂƚĞĚ ?ĂŶĚǁŚŽŚĞĂƌƐƚŚĞŵ ? 
There are countless statistics taken from research on the subject  W for example that 67% of 
all consumer decisions are primarily influenced by word of mouth (Court, et al. 2010). 
Customers identify word of mouth as the most reliable source for ideas and information on 
products and services; pĞŽƉůĞƉƌĞĨĞƌƚŽƵƐĞƐŽŵĞƚŚŝŶŐŝĨŝƚ ?ƐďĞĞŶƌĞĐŽŵŵĞŶĚĞĚƚŽƚŚĞŵďǇ
someone they trust  W it really is that simple. Recommending services or brands to wide 
audiences has never been easier than in this age of social media. So how can libraries use all 
this to their advantage?  
Cultivate Champions 
WOMM has become something of a buzz-phrase in recent times, and you could be forgiven 
for thinking that getting person A to tell person B about your library will be the answer to all 
your marketing wishes. There is, of course, a lot more to it than that. For a start, you need 
the right person A if person B is to be truly influenced  W they need to be told how great the 
library is by someone like them, or by someone they respect, or both. It is said that 10% of 
ƉĞŽƉůĞŝŶĨůƵĞŶĐĞƚŚĞŽƚŚĞƌ ? ?A? ?ƐŽŝƚ ?ƐŝŵƉŽƌƚĂŶƚƚŽĐƵůƚŝǀĂƚĞĂůŝďƌĂƌǇ ‘ĐŚĂŵƉŝŽŶ ?ǁŚŽĨĂůůƐ
within that vital 10% to spread the word.    
A technologically savvy 30 year old who uses the library as a source of information about 
emerging trends and as a networking space, attributes completely different value to the 
library than, for example, an old age pensioner who enjoys the chance to read books about 
gardening in a peaceful environment. Neither would be a particularly effective advocate for 
the library when talking to one another, but both could be extremely effective when talking 
to people like themselves.  
You can find influencers either by asking patrons (or figures within your local authority / 
University / business) direct, or by trying to recruit them (online or in person) via incentives. 
/ŶĐĞŶƚŝǀĞƐĚŽŶ ?ƚŚĂǀĞƚŽďĞĨŝŶĂŶĐŝĂů or voucher-based (although that certainly works if you 
can afford it); the feelings of being part of something at the frontline, of being able to 
positively influence the library, of being empowered to take some responsibility  W these are 
all incentives too. Dowd et al. put it perfectly in Bite-Sized Marketing (2010, p11) when they 
say:  ‘Give your influencers a VIP pass for first access to information and content. People who 
are involved in the process make enthusiastic influencers. ? Think how much more 
passionate you are about your own projects than those other people ask you to work on... It 
may be worth handing over an entire campaign to the influencers, and let them try and 
promote the aspects of the library via Word of Mouth in the best way they see fit.  
^ƵƐĂŶDŽŽƌĞ ?ǁŚŽƉƌŽǀŝĚĞƐĂĐĂƐĞƐƚƵĚǇŝŶŚĂƉƚĞƌ ? ‘/ŶƚĞƌŶĂůŵĂƌŬĞƚŝŶŐ ?ŐŝǀĞƐƚŚŝƐĂĚǀŝĐĞ
in recruiting library champions: 
ƚƚĞŶĚĂŶǇĨƵŶĐƚŝŽŶƐǇŽƵĐĂŶĂŶĚŵĂŬĞƐƵƌĞǇŽƵƐƉĞĂŬƚŽƚŚĞŵ ?ďƵƚĚŽŶ ?ƚďŽƌĞ
them, an anecdote about a satisfied customer works very well).  Just be as friendly to 
them as possible, ask them about themselves and remember their first names. 
 
Ask them outright if they will help you get the word out about the Library.  Most 
people think they know what libraries do and are always astonished when they do 
discover what resources are there for them.   
Whomever you choose, they need to have an excellent (and persuasive) communication 
style, and ready access to a network of potential patrons who would benefit from using the 
library if only they knew what services it could provide. And you need as many of them as 
you have demographics to which you would like to appeal.  
Choose the messages 
Once you have identified your influencers you need to woƌŬŽƵƚƚŚĞŵĞƐƐĂŐĞƚŚĞǇ ?ƌĞ
spreading. Whether these are entirely dictated by the library, or instigated solely by the 
influencer (or a mixture of both), the ideas you wish to communicate need to be clear and 
easy to grasp. Hopefully the service you wish to promote will be so fabulous it will be 
ŝŵŵĞĚŝĂƚĞůǇĂƉƉĂƌĞŶƚǁŚĂƚƚŚĞďĞŶĞĨŝƚƐĂƌĞ ?dŽŐĞŶĞƌĂƚĞĂďƵǌǌ ?ŝƚĐĂŶ ?ƚũƵƐƚďĞƚĂůŬŝŶŐ
about the same old things in the same old way. It either needs to be a new service or 
resource, or a new and exciting way of communicating the value of an existing one.  
/ĚĞĂůůǇƚŚĞŵĞƐƐĂŐĞƐŚŽƵůĚƌĞƐƵůƚŝŶĂŶĂĐƚŝŽŶ ?/ƚ ?ƐŶŽƚũƵƐƚĂďŽƵƚWOMM informing people 
ŚŽǁŐƌĞĂƚƚŚĞůŝďƌĂƌǇǁĞďƐŝƚĞŝƐ ?ŝƚ ?ƐĂďŽƵƚĚĞůŝǀĞƌŝŶŐƚŚĞƉŽƐŝƚŝǀĞƌĞǀŝĞǁĂŶĚƚŚĞŶĂƐŬŝŶŐ
them:  ‘Go to page X where there ?ƐĂůŝƐƚŽĨƉƌŽŐƌĂŵŵĞƐƚŚĞǇ ?ƌĞƌƵŶŶŝŶŐŽǀĞƌƚŚĞƐƵŵĞƌ W 
ƐŝŐŶƵƉƚŽŽŶĞĂŶĚǇŽƵ ?ůůƐĞĞŚŽǁŐŽŽĚƚŚĞǇĂƌĞ ? ?Or:  ‘Get to the library next week while 
ĐĂŵƉĂŝŐŶzŝƐƌƵŶŶŝŶŐĂŶĚƚĞůůŵĞǁŚĂƚǇŽƵƚŚŝŶŬŽĨŝƚ ?ƚŚĞǇ ?ƌĞďŽƵŶĚƚŽŚĂǀĞƐŽŵĞƚŚŝŶŐ
which ties in with your interests. ?  
Make the right tools available  
The aim is to make generating a buzz around your service as easy as possible. There should 
be no barrier between someone wanting to tell their friends how good the library is, and 
being able to do so.  
 ‘^ŚĂƌĞdŚŝƐ ?ƐƚǇůĞďƵƚƚŽŶƐĨŽƌŽŶůŝŶĞĐŽŶƚĞŶƚĂƌĞĞƐƐĞŶƚŝĂů W people should only ever be one 
click away from spreading the word via their social network of choice. Content should be 
available via a number of different media to suit different types of people: printed leaflets 
to hand-out, free gifts to distribute, videos on YouTube to watch, a dedicated page of the 
website. The same story, told in different ways.  
User Feedback  
Another absolutely essential tool in the marketing toolkit is feedback from users. Good 
feedback really is worth going the extra mile for, because it means that next time you 
ĐŚĂŶŐĞĂŶĞǆŝƐƚŝŶŐƐĞƌǀŝĐĞŽƌŝŶƚƌŽĚƵĐĞĂŶĞǁŽŶĞ ?ǇŽƵ ?ƌĞĚŽŝŶŐƐŽŝŶƚŚĞknowledge ƚŚĂƚŝƚ ?Ɛ
what people need, rather than the hope that it will be useful. This is a tricky area, however: 
feedback obtained through traditional channels is very rarely the unfiltered truth. On the 
one hand people may just tell you want to hear, out of a (misguided) sense of kindness 
because they think this will help you with your survey; on the other hand the people who do 
ƐƉĞĂŬĨƌŽŵƚŚĞŚĞĂƌƚĚŽŶ ?ƚŶĞĐĞƐƐĂƌŝůǇŬŶŽǁǁŚĂƚƚŚĞǇactually ǁĂŶƚ ?/ƚ ?ƐĂůǁĂǇƐǁŽƌƚŚ
keeping in mind the famous quote from Henry T. Ford:  ‘/Ĩ/ ?ĚĂƐŬĞĚƉĞŽƉůĞǁŚĂƚƚŚĞǇ
ǁĂŶƚĞĚ ?ƚŚĞǇǁŽƵůĚŚĂǀĞƐĂŝĚĂĨĂƐƚĞƌŚŽƌƐĞ ? ? 
As a general rule of thumb, regardless of whether you obtain your feedback via surveys, 
interviews or Focus Groups, always take the opportunity to ask the respondents for their 
email address and whether they would mind being contacted in future for further feedback 
ƐĞƐƐŝŽŶƐ ?ĚĂƚĂďĂƐĞŽĨǁŝůůŝŶŐƉĂƌƚŝĐŝƉĂŶƚƐŝƐĂǀĞƌǇƵƐĞĨƵůƚŚŝŶŐƚŽŚĂǀĞ ?ĂŶĚŝƚ ?ƐĂůƐŽǁŽƌƚŚ
bearing in mind that data protection laws may mean that even if you have lots of your 
ƉĂƚƌŽŶƐ ?ĞŵĂŝůĂĚĚƌĞƐƐĞƐĂůƌĞĂĚǇ ?ǇŽƵŵĂǇŶŽƚďĞĂďůĞƚŽƵƐĞƚŚem to solicit feedback on 
the library, or indeed market to them in any way, without their express permission. 
Useful feedback can be obtained in various ways once the various issues and pitfalls have 
ďĞĞŶƚĂŬĞŶŝŶƚŽĐŽŶƐŝĚĞƌĂƚŝŽŶ ?ĂŶĚǁĞ ?ůůůŽŽŬĂƚƚŚƌĞĞŽf them here - because good 
feedback is worth the investment. 
Surveys 
People are so fatigued by being surveyed these days, it takes something a little different to 
get meaningful feedback with this method. To create a long and traditional survey is to 
make ƚŚĞĚĞĐŝƐŝŽŶƚŚĂƚǇŽƵ ?ƌĞƉƌŝŽƌŝƚŝƐŝŶŐŐŽŽĚƋƵĂůŝƚǇĨĞĚďĂĐŬŽǀĞƌŶƵŵďĞƌŽĨƌĞƐƉŽŶƐĞƐ W 
that might be exactly what you need, of course, but it is often a law of diminishing returns 
as more and more potential targets develop ennui about the whole process over time. 
 To entice a high amount of respondents you may need to do something shorter and 
snappier. Here are some tips: 
x Only ever ask questions which will give you actionable ƌĞƐƵůƚƐ ?/ŶŽƚŚĞƌǁŽƌĚƐ ?ĚŽŶ ?ƚ
ask people what they think about the look of the building if you have neither plans 
nor budget to change this if they all hate it. Save space by cutting out everything you 
ĐĂŶ ?ƚƉƌĂĐƚŝĐĂůůǇƌĞƐƉŽŶĚƚŽŝŶƚŚĞŶĞĂƌĨƵƚƵƌĞ ? 
x Rather than one massive annual survey which everyone dreads and which takes 
months to process and analyse afteƌǁĂƌĚƐ ?ǁŚǇŶŽƚƚƌǇĂŵŽŶƚŚůǇ ‘dǁŽ-ŵŝŶƵƚĞƉŽůů ?
which addresses just one or two key issues each time?  
x Traditionally, incentives go to survey respondents. However at the London School of 
Economics, they offer incentives to the member of staff who can generate the most 
responses to a poll  W this competitive element always guarantees a good rate of 
response.  
x For larger surveys, offer a potential reward that respondents actually want. A 10 
ƉŽƵŶĚ ?ĚŽůůĂƌďŽŽŬƚŽŬĞŶŝƐĞǆĂĐƚůǇƚŚĂƚ PĂƚŽŬĞŶŐĞƐƚƵƌĞ ?/ĨǇŽƵ ?ƌĞŐŽŝŶŐƚŽŽĨĨĞƌĂŶ
incentive at all, it has to be something that will persuade people to take part in the 
survey ǁŚŽŽƚŚĞƌǁŝƐĞǁŽƵůĚŶ ?ƚďŽƚŚĞƌ. An informal poll among librarians of my 
acquaintance suggests a prize-draw for an iPod significantly boosts responses  W an 
iPod Nano is really very cheap to purchase as a prize if as a result you get a larger 
body of data about your library with which to inform key strategic decisions.  
x If the survey is online, try and keep the number of screens / pages to an absolute 
ŵŝŶŝŵƵŵ ?zŽƵĚŽŶ ?ƚŶĞĞĚĂǁĞůĐŽŵĞƐĐƌĞĞŶ ?ĂŶĞǆƉůĂŶĂƚŝŽŶƐĐƌĞĞŶ ?ƚŚĞŶĚŝĨĨĞƌĞŶƚ
screens introducing each section. Ideally, the link you give your users to access the 
survey should contain all the questions, right there and then.  
x An obvious one this, but really go out of your way to design the questions in such a 
way that the answers are most useful for the library. For example, asking people 
about how they use the library for their information needs will generate some useful 
data on what people currently do; asking them simply about their information needs 
without mentioning the library in the question might generate all sorts of 
possibilities for neǁƐĞƌǀŝĐĞƐŝŶƚŚĞĨƵƚƵƌĞ ?tĞƐŚŽƵůĚďĞĂďůĞƚŽŝŶƚĞƌƉƌĞƚƉĞŽƉůĞ ?Ɛ
needs as to how they apply to the library, rather than relying on them to already 
know.  
ĐƚŝŶŐŽŶƚŚĞŽƵƚĐŽŵĞƐŽĨƐƵƌǀĞǇƐŝƐŽĨĐŽƵƌƐĞĞƐƐĞŶƚŝĂů ?ĂŶĚŝĨŝƚ ?ƐƉŽƐƐŝďůĞƚŽĂĐŬŶŽǁůĞĚŐĞ
the respondents and tell them how their views have impacted the library, that in itself is 
ŐƌĞĂƚŵĂƌŬĞƚŝŶŐ ?ĂŵďƌŝĚŐĞhŶŝǀĞƌƐŝƚǇ ?ƐŶĚǇWƌŝĞƐƚŶĞƌ(a case study contributor in Chapter 
6) has learnt that the personal approach is worth the time it takes:  ‘I only have to look at the 
huge range of comments on our annual survey to realise how different each and every 
student is in terms of their outlook, skills and needs. This is why I took it upon myself to 
reply to each and every comment personally  W hugely time-consuming but judging from the 
subsequent gratitude and new understandings that were reached, incalculably valuable too. 
Where possible we need to create opportunities for personal 1-to-1 interactions through all 
the mediums and avenues open to us. ?  
Focus Groups 
Focus Groups are a chance to really get detailed information. When run well they can yield 
ŚƵŐĞĂŵŽƵŶƚƐŽĨƵƐĞĨƵůĚĂƚĂ ?ƐŽŝƚ ?ƐǁŽƌƚŚƉƌŽǀŝĚŝŶŐŝŶĐĞŶƚŝǀĞƐĨŽƌƌĞƐƉŽŶĚĞŶƚƐ ?Many 
advocate giving them all a $5 Starbucks card (or similar) and inviting participants to spend it 
on coffee and cakes to bring to the focus group meeting itself. For 10 respondents that 
would mean an outlay of $50, but as Rebecca Jones puts it:  ‘...yes, invest $50 to save $500 
on continuing the wrong service! ? 
Rebecca is a partner with Dysart & Jones Associates (www.dysartjones.com); she works with 
organizations, including libraries in public, corporate and academic environments. In this 
next case study she gives an expert view on how to organise a really effective focus group.  
Case Study 3:  Gaining Feedback from Library Users & Non-Users | Rebecca Jones 
Early in my career a senior manager encouraged me to view feedback as a gift. The 
individual or group is feeding their opinions and reactions to our services or our 
actions back to us, allowing us to see our libraries through their lenses in their 
contexts. We may not always like the gifts or the feedback we receive, and we are 
free to do what we wish with gifts or feedback--- either use it or reject it. 
One way to gather feedback from library patrons and non-patrons is to conduct 
group interviews or focus groups. For the purpose of this case study the terms are 
used synonymously.  This technique, conducted properly, can provide the library 
with incredible insights to consider and act on. 
So, how does a library properly conduct a focus group? First, by clarifying the 
purpose. This seems obvious, but too often it is this at this initial step that focus 
groups start to go off track.  The library must be very clear on what it wants to know 
to then determine who needs to be involved in the group and how the group must 
be conducted.  
What is it that library wants to know? Focus groups are a technique for gathering 
qualitative input regarding a service offering (from a specific program to open hours 
to facilities, etc.), future plans or, really, any library data, concept, activity or issue. 
tŚĂƚĚŽĞƐƚŚĞůŝďƌĂƌǇǁĂŶƚƚŽŬŶŽǁĂƚƚŚĞĞŶĚŽĨƚŚĞĨŽĐƵƐŐƌŽƵƉƚŚĂƚŝƚĚŽĞƐŶ ?ƚ
know now? Does the library have quantitative data from a survey that it needs to 
better understand? Is the library developing its strategic plan, and wants to 
understand how its services and facilities are perceived by the community or, in the 
academic environment, by students or faculty?  
Specific example: a public library developing a five-year strategic plan had conducted 
a web survey to inform its strategies for future services. Based on the data collected 
and the environmental scan, they drafted three scenarios for potential services. They 
determined the purpose of focus groups was to: 
x dĞƐƚƚŚĞƐĞƐĐĞŶĂƌŝŽƐĂŶĚŐĂŝŶƚŚĞƉĂƌƚŝĐŝƉĂŶƚƐ ?ŚŽŶĞƐƚƌĞĂĐƚŝŽŶƐ 
x Gather ideas and insights for refining or altering these scenarios, and for 
developing effective marketing programs for the services 
 
Who needs to participate in the focus group? The purpose of the group defines the 
characteristics of the ideal participants.  In the example cited above, the participants 
needed to represent the various groups in the community served by the library. This 
included a range of ages, occupations and preferences or behaviours, which meant 
patrons and non-patrons.  Libraries are usually quite good at recruiting patrons as 
participants for focus groups, but find it much more challenging to recruit non-
patrons. This dŽĞƐŶ ?ƚŶĞĞĚƚŽďĞƚŚĞĐĂƐĞ ?ǀĞƌǇůŝďƌĂƌǇĞŵƉůŽǇĞĞŚĂƐĨĂŵŝůǇ
ŵĞŵďĞƌƐŽƌĨƌŝĞŶĚƐǁŚŽĂƌĞŶ ?ƚůŝďƌĂƌǇƉĂƚƌŽŶƐ ?ŝŶĨĂĐƚ ?ĞǀĞƌǇƉĂƚƌŽŶŬŶŽǁƐƉĞŽƉůĞ
ǁŚŽĚŽŶ ?ƚƵƐĞƚŚĞůŝďƌĂƌǇ ?ZĞĐƌƵŝƚŝŶŐƉĞŽƉůĞ ?ďŽƚŚƵƐĞƌƐĂŶĚŶŽŶ-users, requires a 
clear, compelling invitation and, quite honestly, food  W either at the focus group or 
after, perhaps in the form of a gift certificate.  Invite patrons to attend and to bring a 
ĨƌŝĞŶĚǁŚŽĚŽĞƐŶ ?ƚƵƐĞƚŚĞůŝďƌĂƌǇ ?ďĞĐůĞĂƌŝŶƚŚĞŝŶǀŝƚĂƚŝŽŶƚŚĂƚƚŚĞƌĞǁŝůůďĞĨŽŽĚ
and refreshments for all those attending and, for those who bring a friend who is not 
a library patron, an additional $5.00 gift certificate for a popular coffee shop for both 
ƚŚĞƉĂƚƌŽŶĂŶĚƚŚĞŝƌĨƌŝĞŶĚ ?tĞ ?ǀĞĐŽŶĚƵĐƚĞĚĨŽĐƵƐŐƌŽƵƉƐŝŶďƵƐǇĐŽƌƉŽƌĂƚŝŽŶƐ
using this approach, and the focus groups have been full.   
Another specific example: we recently conducted group interviews for a public 
library of youth in a community to: 
x identify the types of services of interest to them, and 
x phrases that may be meaningful to youth in marketing the services.   
 
Notice that the purpose of the group interviews was not to identify specific services, 
but rather  ‘types of services of interest. ?  /ƚ ?ƐŝŵƉŽƌƚĂŶƚƚŽŬĞĞƉŝŶŵŝŶĚƚŚĂƚŐƌŽƵƉ
ŝŶƚĞƌǀŝĞǁƐĂƌĞŶ ?ƚƉrescriptive or absolute; they are a mechanism for gathering 
reactions and perspectives, which may change.  
The library easily identified teenagers who regularly use the library to invite, but was 
dubious about getting teens that were non-users to participate.  We asked each of 
these  ‘patron ? ƚĞĞŶƐƚŽďƌŝŶŐĂĨƌŝĞŶĚǁŚŽĚŽĞƐŶ ?ƚƵƐĞƚŚĞůŝďƌĂƌǇ ?dŚĞŝƌ
compensation would be pizza, soft drinks, plus two hours community service credits. 
The result? The group interviews were well attended with equal numbers of 
patron/non-patron teens.  
Focus groups should have 13  W 16 participants. This number of people allows 
meaningful, effective discussion of the questions.  Since a focus group should not be 
longer than 90 minutes, any more than 16 people limits the amount of participation 
for each individual. If ƚŚĞĨŽĐƵƐŐƌŽƵƉŝƐĚŝƐĐƵƐƐŝŶŐƚĞŶƋƵĞƐƚŝŽŶƐ ?ƚŚĂƚ ?ƐŶŝŶĞŵŝŶƵƚĞƐ
per question with each individual having less than 1 minute to contribute their input.   
Many focus group organizers prefer to form each group with individuals sharing 
common characteristics (i.e. In public libraries: a group for youth; another for adults 
aged 25-55; another for adults aged 55+; another for parents of pre-schoolers, etc. In 
corporations, a group for users, and another for non-users, etc.  In academic, a group 
for faculty from a specific department, etc.).  While this approach is valid, it can also 
be extremely effective to mix groups.  Often the participants find the discussion 
interesting as they hear different, possibly divergent, views. 
How should the group be conducted? The decision to use an external facilitator 
depends on whether the library has people on staff capable of conducting the group 
ĂŶĚŵĂŝŶƚĂŝŶŝŶŐƐƵďũĞĐƚŝǀŝƚǇ ?/ƚ ?ƐĐƌŝƚŝĐĂůƚŚĂƚƚŚĞĨĂĐŝůŝƚĂƚŽƌŝƐĐĂƉĂďůĞŽĨŵĂŶĂŐŝŶŐ
the discussion, ensuring an equitable, safe exchange of views among the 
participants. Although an emotional or disrespectful exchange is rare, the facilitator 
needs to be skilled in mitigating and managing this when it does occur.  The session 
should begin with tŚĞĨĂĐŝůŝƚĂƚŽƌǁĞůĐŽŵŝŶŐƚŚĞŐƌŽƵƉĂŶĚĐůĂƌŝĨǇŝŶŐƚŚĞƐĞƐƐŝŽŶ ?Ɛ
purpose, timing, ground rules and how this information will be used.  
Ideally the questions or topics to be discussed are sent to the participants prior to 
the focus group.  Not only does this allow people to think about their responses prior 
to the group, but conveys to participants that this is a quality process and that their 
time and contribution is greatly appreciated.  
dŚĞŐƌŽƵƉĚŽĞƐŶ ?ƚŶĞĞĚƚŽďĞĐŽŶĚƵĐƚĞĚŝŶĂƌŽŽŵǁŝƚŚƚǁŽ-way mirrors, although if 
such a facility is available and affordable, then it is an excellent option and allows 
library management to hear the focus group. At a minimum the group needs to be 
led by a facilitator with someone documenting the group discussion and recording it.  
dŚĞĨŽĐƵƐŐƌŽƵƉĨŝŶĚŝŶŐƐĂƌĞƚŚĞŶďĂƐĞĚŽŶƚŚĞĨĂĐŝůŝƚĂƚŽƌĂŶĚƚŚĞĚŽĐƵŵĞŶƚĞƌ ?Ɛ
notes and observations as well as the recording.  
The facilitator and documenter should produce a report of the findings and discuss 
this, in detail, with the library. A report should also be prepared and distributed to 
focus group participants.  People who have participated in a well-run focus group are 
usually very interested in the information collected in the group(s) and how this 
information will be used.  The repoƌƚƐŚŽƵůĚŶ ?ƚďĞĂƐĚĞƚĂŝůĞĚĂƐƚŚĞƌĞƉŽƌƚƉƌĞƉĂƌĞĚ
for the library but should convey the key points gathered from the groups. This 
report to the participants is, in addition to the incentive or refreshments provided at 
the time of the group, a thank you to ƚŚĞƉĂƌƚŝĐŝƉĂŶƚƐĨŽƌŐŝĨƚƚŚĞǇ ?ǀĞŐŝǀĞŶƚŽƚŚĞ
library.  
*** 
Asking people  
A final (and hugely undervalued) way to get feedback is simply to ask people. I asked Justin 
Hoenke (who provides a case study in the  ‘Marketing with New Technologies ? chapter) 
whŝĐŚƐŝŶŐůĞƚŽŽůŚĞ ?ĚƌĞĐŽŵŵĞŶĚƚŽŚĞůƉŵĂƌŬĞƚĂůŝďƌĂƌǇ ?,ĞƌĞƉůŝĞĚ P ‘/ƚ ?ƐĂƉƌĞƚƚǇƐŝŵƉůĞ
tool that every library can afford.  Talk to your patrons.  Ask them what they want in their 
library.  zŽƵ ?ůůďĞƐƵƌƉƌŝƐĞĚĂƚŚŽǁŵĂŶǇŐƌĞĂƚŝĚĞĂƐƚŚĞǇŚĂǀĞ ? Once tŚĞǇŬŶŽǁǇŽƵ ?ƌĞ
ƐĞƌŝŽƵƐĂďŽƵƚůŝƐƚĞŶŝŶŐƚŽƚŚĞŝƌƌĞƋƵĞƐƚƐ ?ƚŚĂƚ ?ƐǁŚĞŶǇŽƵŬŶŽǁǇŽƵ ?ǀĞĐƌĞĂƚĞĚĂŶĞŶŐĂŐĞĚ
library user. ? 
 
This approach is so unscientific that most libraries would dismiss it as a legitimate 
technique, but it can be really useful as part of a wider strategy. When a user comes to the 
ĞŶƋƵŝƌǇĚĞƐŬĂŶĚǇŽƵ ?ǀĞĚĞĂůƚǁŝƚŚƚŚĞŝƌƋƵĞƌǇ ?ǁŚǇŶŽƚĂƐŬƚŚĞŵĂŶŝŵƉŽƌƚĂŶƚƋƵĞƐƚŝŽŶ ?
Such as, what do you think of the new refurbishment, can you find the materials you need 
ĞĂƐŝůǇ ?tŚĂƚ ?ƐƚŚĞŽŶĞĂƌĞĂǇŽƵ ?Ělike us to focus investment in over the next few years  W is 
it the space, or the collections, or the facilities? Or, do you use social media and if so on 
which platforms would you like to interact with the library? Gathering answers to these 
sorts of questions can give you a real feel for what your patrons think, and help inform 
decision making along with the cold hard data recorded via surveys and focus groups.  
Another important mechanism for feedback is social monitoring  W that is, listening to what 
your patrons say about your library and related issues on social media ƐŝƚĞƐ ?tĞ ?ůůůŽŽŬĂƚ
that in more detail in the  ‘Marketing with social media ? chapter, later on.  
Prioritising feedback 
ŽŶƐƚƌĂŝŶƚƐŽĨďŽƚŚƚŝŵĞĂŶĚŵŽŶĞǇŵĞĂŶůŝďƌĂƌŝĞƐǁŽŶ ?ƚĂůǁĂǇƐďĞĂďůĞƚŽĂĐƚŽŶŐŽŽĚ
suggestions they get from patron feedback. If prioritisation is required, a simple but 
ĞĨĨĞĐƚŝǀĞǁĂǇŽĨĚŽŝŶŐƚŚŝƐŝƐƚŽƌĂƚĞĞĂĐŚƐƵŐŐĞƐƚŝŽŶŽƵƚŽĨƚĞŶĨŽƌďŽƚŚ ‘ĞĂƐĞŽĨ 
ŝŵƉůĞŵĞŶƚĂƚŝŽŶ ? ?ǁŝƚŚƚĞŶďĞŝŶŐƚŚĞĞĂƐŝĞƐƚ ?ŽŶĞďĞŝŶŐƚŚĞŚĂƌĚĞƐƚ ?ĂŶĚ ‘ŝŵƉĂĐƚ ?ŝĨƚŚĞǇ
were implemented (ten constituting the biggest possible impact, and one the smallest).  
Plotting the results on a simple quadrant quickly shows which ideas should be prioritised  W 
those closest to the top right-hand corner are the best combination of easy to implement 
and high-impact.  
,ĞƌĞ ?ƐĂŶĞǆĂŵƉůĞǁŝƚŚĨŽƵƌŝĚĞĂƐ ?/ĚĞĂ ? ?ŝƐŚŝŐŚŝŵƉĂĐƚďƵƚĚŝĨĨŝĐƵůƚƚŽĂĐŚŝĞǀĞ ?ĂŶĚ/ĚĞĂ
#2 is easy to do but with relatively small gains; both may be worth pursuing depending on 
ƌĞƐŽƵƌĐĞƐ ?/ĚĞĂ ? ?ĐĞƌƚĂŝŶůǇŝƐŶ ?ƚǁŽƌƚŚďŽƚŚĞƌŝŶŐǁŝƚŚ ?ďƵƚ/ĚĞĂ ? ?ŝƐƚŚĞĐůĞĂƌǁŝŶŶĞƌ ?
combining great impact with relative ease of implementation:  
 
 
The Elevator Pitch 
Ŷ ‘ĞůĞǀĂƚŽƌƉŝƚĐŚ ?ŝƐĂƉƌŽŵŽƚŝŽŶĂůƐƉĞĞĐŚ ?ĂƌŽƵŶĚ ? ?ƐĞĐŽŶĚƐůŽŶŐ ?ǁŚŝĐŚǇŽƵƐŚŽƵůĚŚĂǀĞ
ready to deliver any time you meet a library stakeholder or potential library stakeholder. 
The name derives from the idea that should you find yourself in an elevator (or lift) with the 
boss / client of your dreams, you should be ready to pitch a tightly focused list of reasons 
why they should employ / hire you by the time you reach the ground floor; it is more often 
ĂƐƐŽĐŝĂƚĞĚǁŝƚŚŵĂƌŬĞƚŝŶŐŽŶĞƐĞůĨƚŚĂŶŽŶĞ ?ƐŝŶƐƚŝƚution. However I believe it can be hugely 
valuable for marketing libraries rather than merely individuals, and moreover I believe that 
not having a good pitch prepared can actually cause harm rather than just represent a 
wasted opportunity. Think of the last time you asked someone about their business or 
profession and they failed to give a good account of themselves: you probably left the 
conversation with less inclination to investigate that business in future. 
So, a library elevator pitch needs to briefly but compellingly lay out the value of the library 
in question. It will be useful when talking to important people like academics (in university 
libraries) members of local Government or council (public libraries) or business partners 
(special libraries) but it will also be useful when talking to anyone  W converting several 
individuals into library patrons over a long period of time is a valuable exercise.  
Here are some essential tips for preparing yours: 
x Make it short. Even though this is a pre-prepared speech it is something you are 
ŐŽŝŶŐƚŽďĞƐůŽƚƚŝŶŐŝŶƚŽŶŽƌŵĂůĐŽŶǀĞƌƐĂƚŝŽŶ ?ĂƐƐƵĐŚŝƚĐĂŶ ?ƚďĞŵƵĐŚŵŽƌĞƚŚĂŶ ? ?
seconds long including pauses, erms and ums.  
x Rather than building from the ground up with contextual information, go straight in 
with the most important piece of information about your library (which should be 
ƚĂŝůŽƌĞĚƚŽƚŚĞĂƵĚŝĞŶĐĞǇŽƵ ?ƌĞƚĂůŬŝŶŐƚŽ ? ? 
x No jargon, no acronyms: speak their language. Think in terms of benefits to them. 
x Give them enough information to make them curious, rather than telling them 
everything all at once  W the idea is to inspire them into wanting to prolong the 
conversation, and then you can tell them everything else...  
/ƚ ?ƐĂůƐŽǁŽƌƚŚƉŽŝŶƚŝŶŐŽƵƚƚŚĂƚǇŽƵĐĂŶƚƵƌŶƚŚĞǁŚŽůĞĞůĞǀĂƚŽƌƉŝƚĐŚĐŽŶĐĞƉƚŽŶŝƚƐŚĞĂĚ ?
and ƵƐĞĂŶĞƋƵŝǀĂůĞŶƚŽƉƉŽƌƚƵŶŝƚǇƚŽĨŝŶĚŽƵƚĂůůĂďŽƵƚƚŚĞƉĞƌƐŽŶǇŽƵ ?ƌĞƚĂůŬŝŶŐƚŽ ?ZĂƚŚĞƌ
than trying to sell the library at this first meeting, you can use it get information about how 
the library can best serve them in future, and build from there. Rebecca Jones calls it the 
 ‘ůĞǀĂƚŽƌ>ŝƐƚĞŶ ? P
A chance encounter with a decision-maker is a fantastic opportunity to hear about 
them  ?  what are they working on? Where are they headed today? Have they ever 
heard of the information centre?  zŽƵĚŽŶ ?ƚŚĂǀĞƚŽstick a microphone in their face 
& pepper them with questions, but showing interest in people  ?  finding out about 
their work  ?  is the basis for all good relationships. Then at the next conversation, 
ǇŽƵĐĂŶƐƚĂƌƚƚŽĂůŝŐŶƚŚĞůŝďƌĂƌǇ ?ƐƐĞƌǀŝĐĞƐǁŝƚŚƚŚĞŝƌrole, their experiences, 
etc.  Position the information services with their work in a meaningful way  ?  a way 
that has meaning for them because it fits with what they are doing. 
 
 
Signs and Displays  
There is a lot of emphasis in these pages on new ways to market the library. However this 
ĚŽĞƐŶ ?ƚŵĞĂŶƚŚĞŽůĚǁĂǇƐĚŽŶ ?ƚŚĂǀĞǀĂůƵĞ ?ĂŶĚĂǁĞůůƉƵƚƚŽŐĞƚŚĞƌĚŝƐƉůĂǇŽĨďŽŽŬƐĐĂŶ
ƐƚŝůůŝŶĐƌĞĂƐĞĐŝƌĐƵůĂƚŝŽŶ ?ƚĂǀŝĚ>ĞĞ<ŝŶŐ ?ƐůŝďƌĂƌǇthey took an innovative approach to 
boosting the circulation of oft-overlooked titles: they created a display of wrapped books, 
whose covers had been obscured and replaced with a few hand-written keywords. 
Customers responded well to the invitation to take a chance... (Read more at: 
www.tscpl.org/books-movies-music/innovative-book-display-puts-covers-under-wraps.) 
There are plenty of opportunities for public libraries (and, to an extent, Further and Higher 
Education libraries) to tie in displays with culture or events attracting coverage in the 
national or local news.  
Signage is a huge part of marketing which is all too often overlooked. Clear and friendly 
signs make an enormous difference to the user experience, and a lack of clear and friendly 
signs can make the user feel angry or stupid. Libraries are in the slightly awkward position of 
having to communicate a lot of information that is prohibitive in some way  W  ‘ƉůĞĂƐĞĚŽŶ ?ƚ
use your mobile here ?,  ‘ƉůĞĂƐĞĚŽŶ ?ƚƌĞƚƵƌŶďŽŽŬƐŚĞƌĞ ? and so on. This is sometimes 
unavoidable but the negative effects can be mitigated by a: being friendly and 
conversational about it, b: putting in some positive signs that tell people when they can do 
things and most importantly c: making it clear where the customer can go to fulfil their 
ŶĞĞĚƐ ?EŽ ‘ŽƵƚ-of-ŽƌĚĞƌ ?ƐŝŐŶƐŚŽƵůĚever go up without a note at the bottom telling the 
customer where the nearest equivalent self-ŝƐƐƵĞŵĂĐŚŝŶĞ ?ƚŽŝůĞƚ ?ƉŚŽƚŽĐŽƉŝĞƌŝƐ ?/ĨǇŽƵ ?ƌĞ
trying to encourage self-issue, then a sign at the desk saying it is not for borrowing or 
returning books must be accompanied by clear directions to the nearest machines that 
facilitate this.  
ŶĚĨŝŶĂůůǇĚŽŶ ?ƚĨŽƌŐĞƚƚŚĞƌƵůĞĂďŽƵƚƚŚĞĨŽŶƚŽŵŝĐ^ĂŶƐŽŶƐŝŐŶƐĂŶĚĚŝƐƉůĂǇƐ PŝƚƐŚŽƵůĚ
only be used for addressing children, and even then only sparingly...  
Friendly Staff 
It may seem odd to have friendly staff on this list, but they are absolutely essential to 
marketing. As we shall later discuss in detail during the chapter on  ‘dŚĞůŝďƌĂƌǇďƌĂŶĚ ?,
marketing is not just about getting people in through the door  W it continueƐŽŶĐĞƚŚĞǇ ?ƌĞ
inside the library (virtually or physically). Their impressions of the building, the services on 
ŽĨĨĞƌ ?ƚŚĞƌĞƐŽƵƌĐĞƐ ?ĂŶĚƚŚĞƐƚĂĨĨ ?ĂƌĞĂůůŚƵŐĞůǇŝŶĨůƵĞŶƚŝĂůŽŶŚŽǁŽĨƚĞŶƚŚĞǇ ?ůůĐŽŵĞďĂĐŬ ?
We all know that a good impression is much easier to undo than a bad one; people only 
need to have one negative experience of an institution for that to dominate their entire 
perception of it. In sport there is a cliché which footballers in particular like to trot out with 
great regularity: you are only as good as your last game. What they mean is that their 
ƌĞƉƵƚĂƚŝŽŶŝƐŝŶĨůƵĞŶĐĞĚŚƵŐĞůǇďǇƚŚĞŵŽƐƚƌĞĐĞŶƚƚŚŝŶŐƚŚĞǇ ?ǀĞĚŽŶĞ ?ĞǀĞŶƚŚŽƵŐŚďǇ
rights it should be the sum of all their achievements and failings)  W so if someone reaches 
the final of a tournĂŵĞŶƚĂŶĚƚŚĞŶĐŚŽŬĞƐ ?ŝŶŽƚŚĞƌǁŽƌĚƐ ?ĚŽĞƐŶ ?ƚƉĞƌĨŽƌŵĚƵĞƚŽƚŚĞ
ƉƌĞƐƐƵƌĞĂŶĚůŽƐĞƐ ?ƚŚĞǇǁŝůůďĞŬŶŽǁŶĂƐĂ ‘ĐŚŽŬĞƌ ?ĂƚŚĞƌƚŚĂŶĂƐĂ ‘ƐŝůǀĞƌŵĞĚĂůůŝƐƚ ? ? 
To an extent this is analogous to librarianship. The reputation of each library is only as good 
as its last customer interaction. This is of course a huge over-simplification, but the fact is 
that if you serve every customer superbly and there will gradually be a net gain in the 
reputation of your institution; serve one rudely or lazily and there may well be an instant 
reputation plummet. Word of mouth is so important, and research has shown that the 
majority of people are more likely to pass on bad experiences than good ones. 
Reputation is the general esteem in which something or someone is held. This general 
ĞƐƚĞĞŵŝƐĞĂƐǇƚŽƉĞƌĐĞŝǀĞĂƐĂĨŝǆĞĚĐŽŶƐƚĂŶƚ ?ĂůĂƌŐĞůǇƐŽůŝĚĂŶĚƐƚĂƚŝĐ ‘ƚŚŝŶŐ ?ǁŚŝĐŚŝƐ
sometimes influenced by particularly significant events. The reality for something like a 
library is that reputation is a constantly updating, evolving and shifting entity, held in the 
ĐŽůůĞĐƚŝǀĞ ?ĂŶĚŝŶĚŝǀŝĚƵĂů ?ĐŽŶƐĐŝŽƵƐŶĞƐƐŽĨďŽƚŚƚŚĞůŝďƌĂƌǇ ?ƐƵƐĞƌƐĂŶĚĞǀĞŶƉĞŽƉůĞǁŚŽ ?ǀĞ
never set foot on its premises. This is explored in detail in Chapter 3.  
Elizabeth Esteve-Coll (1985) put it this way, back in the eighties:  ‘The library is not an 
abstraction. It has an identity, an identity created by the staff contact with the users. ? That 
ƌĞŵĂŝŶƐƚƌƵĞƚŽĚĂǇ ?^ŽǁŚŝůĞƚŚŝƐŝƐŶ ?ƚĂďŽŽŬĂďŽƵƚƐĂĨĨŵĂŶĂŐĞŵĞŶƚĂŶĚ/ǁŽƵůĚŶ ?ƚ
presume to tell you how to ensure your staff ĂƌĞĨƌŝĞŶĚůǇ ?ŝƚ ?ƐǁŽƌƚŚƌĞŵĞŵďĞƌŝŶŐƚŚĂƚ
everything else in this volume will count for nought if, when the target audience finally 
make it onto your premises, they are treated rudely.  
WůƵƐǇŽƵ ?ůůŶĞĞĚŐŽŽĚƉƌŝŶƚĞĚŵĂƚĞƌŝĂůƐ ?ĂƐƚƌŽŶŐďƌĂŶĚ ?ĂŐŽŽĚ marketing strategy, and 
some social media presences... 
These are covered in detail elsewhere in the book  W Chapter 2 is on marketing strategy, 
Chapter 3 is on branding, Chapter 4 is all about marketing with social media and chapter 8 
covers marketing on a budget, including designing high quality printed materials on a shoe-
string.  
*** 
&ƵƌƚŚĞƌƌĞĂĚŝŶŐĂŶĚƌĞůĞǀĂŶƚůŝŶŬƐĂƌĞĂǀĂŝůĂďůĞŽŶƚŚŝƐĐŚĂƉƚĞƌ ?ƐǁĞďƉĂŐĞ P
www.librarymarketingtoolkit.com/p/essential-marketing-tools.html  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
